








本研究は Shaw and Jones(2005)に依拠して，マーケティング学説史を４つの区分と10学派により
紹介する。次に，KIPが(1)学説史において主流な２学派から何を継承したのか，(2)どのような貢














その後 Kato and Ninomiya(2013)や Kato(2013)により，市場創造時点を探索的に明らかにする
















































そのような複数のマーケティング学説史研究の中でも，特に Shaw and Jones(2005)は学派に注目





いては，Shaw and Jones(2005, pp. 244-245)に一覧表として整理されている。
(１）４つの時代区分
































































学派(Marketing Commodities School)，(3)マーケティング制度学派(Marketing Institutional
School)，(4)地域間取引学派(Interregional Trade School)，(5)マーケティング・マネジメント学
派(Marketing Management School），(6)マーケティング・システム学派(Marketing Systems
School），(7)消費者行動学派(Consumer Behavior School），(8)マクロ・マーケティング学派
(Macromarketing School），(9)交換学派(Exchange School），(10)マーケティング歴史学派










































































３．２学派と KIP の関係：　KIP は既存マーケティング研究の何を継承したのか
KIPがマーケティング研究である以上，それはこれまでのマーケティング研究の蓄積と無関係で
はあり得ない。このことはマーケティングのテキストブックを開けば確認できる。
例えば，石井 等(2013)は，Shaw and Jones(2005)の区分によればマーケティング・マネジメン

















ターゲッティングについては Kato et al.(2013)で継承していた。具体的には，Kato et al.(2013)


























４．KIP の貢献：　評価軸の変化と Analytics 3.0
既に明らかにしたように，KIP はマーケティング・マネジメント学派の考え方から STP の一部
を継承していた。だが最も広く知られているマーケティング・マネジメント学派の考え方といえば





































こうした Analytics 3.0 という考え方を念頭に置けば，KIP は処方箋を示すという点で Analytics



























































































































































Arch W. Shaw，Fred E. Clark，John A. Howard，Jerome E. McCarthy，Robert J. Keith，E. J.





３ Shaw and Jones(2005, p. 241)は，“1 Pre-Academic Marketing Thought, prior to 1900;”と述べ
ている。
４ Shaw and Jones(2005, p. 241)は，“Most historians agree, however, that marketing as an
academic discipline emerged as a branch of applied economics.”と指摘している。
５ Shaw and Jones(2005, p. 242)は“In addition to economics as a parent discipline, management
also developed as a sister discipline in the early 20th century.”と述べている。更に，Shaw and
Jones(2005, p. 242)は“Dramatic improvements in the factory system resulted in mass production,


















８ Shaw and Jones(2005, p. 241)は，“2 Traditional Approaches to Marketing Thought, extending
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from roughly 1900 to 1955;”と述べている。
９ Shaw and Jones(2005, p. 242)は，“To organize marketing’s distinct subject matter, pioneer
scholars in the newly emerging discipline developed the ﬁrst three approaches to the scientiﬁc




























14 Shaw and Jones(2005, p. 242)は，“Marketing functions demonstrated that the distribution and
exchange activities performed by specialized marketing institutions (trading ﬁrms) in moving
agricultural and manufacturing commodities from sources of supply to places of demand were




15 Shaw and Jones(2005, p. 241)は，“3 the Paradigm Shift, based on Alderson’s work, from about
1955 to 1975;”と指摘している。
16 Shaw and Jones(2005, p. 242)は，“The paradigm shift from traditional approaches to modern
schools of marketing thought resulted from several developments.”と述べている。
17 Shaw and Jones(2005, p. 243)は，“The most important cause of the paradigm shift in academic
thought, however, was the thinking of the dominant scholar of his time- Wroe Alderson.”と言及
している。
18 Shaw and Jones(2005, p. 243)は，“Based on his numerous articles and presentations, marketing
theory seminars, newsletters, and two seminal books (1957, 1965), the paradigm shift resulted in
or impacted most modern schools of thought; including: marketing management; marketing
systems; consumer behavior; macromarketing; and exchange.”と述べている。なお，文末脚注
の引用文中にのみ現れた引用文献は，本研究の参考文献に含めていない。
19 Shaw and Jones(2005, p. 241)は，“the Paradigm Broadening, mostly following Kotler’s (and
various co-authors) writings, from approximately 1975 to 2000.”と指摘している。
20 Shaw and Jones(2005, p. 243)は，“External forces were only involved in consumer behavior,
where researchers from outside the ﬁeld (particularly psychology) entered the marketing discipline
(Sheth, 1992).”と述べている。なお，文末脚注の引用文中にのみ現れた引用文献は，本研究の参
考文献に含めていない。
21 Shaw and Jones(2005, p. 243)は，“In other schools, the major impetus for broadening the
paradigm was again a dominant scholar. In this case the prodigious thinking of Philip Kotler
(1972, 1975) and various co-authors (Kotler and Levy, 1969; Kotler and Zaltman 1971; Levy and
Zaltman 1975).”と述べている。なお，文末脚注の引用文中にのみ現れた引用文献は，本研究の
参考文献に含めていない。
22 Shaw and Jones(2005, p. 243)は，“This movement resulted in a bifurcation in three schools:

























こうした適用領域の拡大に関しては，Shaw and Jones(2005, p. 271)も“The marketing
management school, originally dealing with how a business ﬁrm targeted customer segments
with a marketing mix (i.e. the seller side of the market equation), has broadened to include almost
any social or personal cause using marketing mix-like persuasive communication techniques. The
consumer behavior school, originally emphasizing how want satisfying products and services
were purchased (i.e. the buyer side of market exchanges), has broadened to include virtually all
aspects of obtaining and using anything whether market related or not. The exchange school,
originally focusing on sellers and buyers engaged in market transactions and transvections, has
broadened to include any parties giving and receiving anything in a generic exchange relationship
irrespective of roles, motives or values.”と述べマーケティング・マネジメント学派に留まらず，
消費者行動学派と交換学派も含めた拡大があることを指摘している。
更に，Shaw and Jones(2005, p. 272)は，“What is the beneﬁt? As discussed previously, broadly
deﬁning everyone with something to gain as a marketer has brought greater respectability to
marketing practitioners. Broadened marketing also provides some interesting practical
applications of marketing techniques. But the beneﬁts are no without costs. The main cost is the














26 Shaw and Jones(2005, p. 243)は“Marketing functions was the ﬁrst of the traditional schools
to emerge in the embryonic marketing discipline.”と述べている。
27 Shaw and Jones(2005, p. 243)は“It addressed the question: what is the work of marketing?”
と指摘している。
28 Shaw and Jones(2005, p. 270)は，“The marketing functions school identiﬁes the work
performed in channels of distribution between ﬁrms and ﬁrms and ﬁrms and households.”と述
べている。
29 Shaw and Jones(2005, p. 247)は，“The functions or work of marketing, however, later
reemerged as channel ‘ﬂows’ in the institutional school, and as managerial tasks in the marketing
management school.”と言及している。
30 Shaw and Jones(2005, p. 270)は，“The commodity approach categorizes products and services
as the objects of market exchange.”と述べている。
31 Shaw and Jones(2005, p. 247)は，“The commodity school focuses on the distinctive charac-
teristics of goods (i.e. products and services) and primarily addresses the question: how are
different classes of goods marketed?”と述べている。
32 Shaw and Jones(2005, p. 251)は，“Marketing institutions refer to those who do the work of
marketing, usually marketing middlemen, including wholesalers, agents, brokers, and retailers.”
と述べている。
33 Shaw and Jones(2005, p. 255)は，“Their common denominator is a concern with the question
of ‘where’ marketing takes place.”と指摘している。
34 Shaw and Jones(2005, p. 270)は，“The interregional and marketing history schools relate the
spatial and temporal aspects of marketing activities, describing places where and occasions when
market exchanges occur on a micro scale between individual segments of supply and demand up
to the macro scale of aggregate supply and demand.”と述べている。
35 Shaw and Jones(2005, p. 256)は，“The ‘where’ of the interregional school of thought, along
with the ‘what’, ‘how’, and ‘who’of the functions, commodities, and institutions, were largely
shoved aside by the paradigm shift creating new schools of thought in the 1950s, particularly the
‘how to’ emphasis of marketing management.”と言及している。
36 Shaw and Jones(2005, p. 256)は，“Marketing management addresses the question: how should
organizations market their products and services?”と述べている。
37 Shaw and Jones(2005, p. 270)は，“Marketing management deals with the work of an individual
ﬁrm in creating proﬁtable sales of products and services.”と指摘している。
38 Shaw and Jones(2005, p. 256)は，“The school focuses on the practice of marketing viewed
from the sellers’ perspective.”と述べている。
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39 Shaw and Jones(2005, p. 256)は，“The school originally limited the sellers’ perspective to
manufacturers, but now includes retailers, service providers and all other types of businesses;
and with the paradigm broadening has been extended to all forms of non-business entities as
well.”と言及している。
40 Shaw and Jones(2005, p. 260)は，“Marketing systems addresses all questions of marketing.
For example, what is a marketing system? Why does it exit? Who engages in marketing? Where
and when is marketing performed? How does it work? How well is the marketing system
performing?”と述べている。
41 Shaw and Jones(2005, p. 261)は，“It appears obvious that any attempt to synthesize schools of
marketing thought, or develop a general theory of marketing, must include systems thinking at
least as a superstructure.”と指摘している。
42 Shaw and Jones(2005, p. 261)は，“Nevertheless, discussions of marketing systems, per se,
declined during the 1970s (although partially reemerging in macromarketing below) with the rise
of marketing management and consumer behavior.”と述べている。
43 Shaw and Jones(2005, p. 261)は，“Because it deals with human behavior, consumer behavior
is one of marketing’s most eclectic schools of thought.”と言及している。
44 Shaw and Jones(2005, p. 261)は，“The school initially dealt with questions of buying (search
and selection) and consuming (use and disposal).”と述べている。
45 Shaw and Jones(2005, p. 263)は，“With its broadening far beyond purchasing and even
consumption, consumer research now convers the spectrum of the social sciences, and has almost
become an academic college of thought in itself rather than a school of marketing thought.”と指
摘している。
46 Shaw and Jones(2005, p. 263)は，“Among marketing academics, the study of consumer
behavior appears second only to marketing management in popularity.”と述べている。
47 Shaw and Jones(2005, p. 264)は，“This school addresses big picture questions, such as how
does the marketing system impact society? Or how does society impact the marketing system?
Or how productive is the aggregate marketing system?”と言及している。
48 Shaw and Jones(2005, p. 265)は，“Based on respondent deﬁnitions, it was thought macromar-
keting should include one or more of: a societal perspective; a high level of aggregation; the
consequences of marketing on society; the consequences of society on marketing; and anything
involving marketing systems (in the aggregate).”と述べている。
49 Shaw and Jones(2005, p.270)は，“Macromarketing concerns the bi-directional impacts of
marketing as an institution with the social system.”と指摘している。
50 Shaw and Jones(2005, p. 265)は，“This school focuses on such questions as: who are the




51 Shaw and Jones(2005, p. 265)は，“As with broadened marketing management and consumer
behavior, the exchange school has also bifurcated along two divergent paths: the traditional one
focusing on marketing transactions (i.e. buying and selling) and the broadened path based on
generic or social exchange (i.e. generalized giving and receiving).”と指摘している。
52 Shaw and Jones(2005, p. 268)は，“Generic exchange might serve as a basis for a general
theory of sociology or social psychology, but excluding core business concepts of sellers and
buyers, proﬁt motivation, and economic valuation, it is hard to conceive of social exchange, per
se, serving as the foundational hub for a general theory of marketing.”と言及している。
53 Shaw and Jones(2005, p. 268)は，“Marketing history addresses questions of when practices
and techniques, concepts and theories were introduced and developed over time, as well as their
interactions with each other.”と指摘している。
54 Shaw and Jones(2005, p. 269)は，“Historical research extends beyond North American
borders to describe marketing thought and practice in other countries, and reaches back prior to
the 20th century to describe the ideas of early thinkers and techniques of early practitioners from
ancient civilizations to the present.”と述べている。
55 Shaw and Jones(2005, p. 269)は，“There is also increasing recognition of the way in which
marketing was shaped by practitioners, critics, and regulators, in addition to scholars.”と言及し
ている。



























58 Davenport(2013, p. 70)は，“There have always been three types of analytics: descriptive,
which reports on the past; predictive, which uses models based on past data to predict the future;
and prescriptive, which uses models to specify optimal behaviors and actions.”と述べている。
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Valuing KIP (Kato and Ishikawa Procedure) in the history
of schools of marketing thought
Junichi Kato
The aims of this paper are (1) to evaluate KIP in the history of schools of marketing thought and (2) to
arrange the remaining theoretical issues for future research.
Based on Shaw and Jones (2005), we show the history of schools of marketing thought. We examine what
KIP succeed to from two mainstream schools and what kind of contribution KIP does. 
However, KIP does not only succeed to ideas from schools of mainstream in marketing, but has two
theoretical contributions and one practical implication. The theoretical contributions are related to the
exploring of axes and to analyzing of the change of the axes. Additionally, one practical contribution is
shown. From these contributions, KIP is not only a tool for data analysis, but KIP is an academic research
which we should value in the history of schools of marketing thought.
Finally, we explain the problem of market creation mechanism, show the hypothesis for this problem at
this stage, and point out three directions we should deal with for future research.
Keywords: KIP, the history of schools of marketing thought, Big data, Analytics 3.0
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